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Our space is limited and is prac- 
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as 700,000 all paid for—no free 


sample edition. 
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THE PAINT BRUSH 
IDVERTISING 


AS AN 
MEDIUM. 


ie ‘‘ paint brush,” except in very 
e instances, has never had a fair 
)portunity to show its capabilities as 
advertising medium. It has been 
idicapped from the start by the de- 
e of the advertiser to get much paint 
little money, by the painter doing 
e poorest kind of work for the largest 
ssible profit, and by the training of 
n to the business who believed they 
reached the highest pinnacle of 
cess when they had painted ‘* Buy 
Ginty’s Soap,” on a church steeple, 
some equally inaccessible location, 
Until a very recent date, the renting 
1 desirable wall or fence, on which 
paint a sign, was unthought of. 
cept in the few larger cities, the 
vertiser still ‘‘ steals his show.” He 
nts every wall or fence he meets, 
but many more times without, 
permission of the owner. rhe 
t desideratum in an employe, is 
the man who can paint the best 
but the one who has got the most 
icity. This spirit has developed 
t peculiar species of individual, who 
tically monopolize the business, 
‘*Paint Fiends.” The true 
end” is a character study. He 
tually proclaims, ‘‘ the world is mine 
paint.” Year in and out he pur- 
the rugged tenor of his way, paint- 
varns, chasing and being chased 
ogs, fighting with rival painters 
the prior claim to a fence, getting 
sted and fined, out the next day to 
1 the job which his arrest had in- 
so happy as when in 
t, while the peculiar immunity 
in the commitment of un- 
ful acts, increases his bump of 
ressiveness and indifference to the 
ts of others to that extent, that he 
ally thirsts and hungers for oppor- 
ties to display his nerve and gall. 
some this may read like an over- 
vn picture; but I have known a 


pted, never 


njoys 
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crew of ‘‘ Fiends” to start out in the 
city of New York, commencing on 
Third avenue, and paint at least four- 
fifths of all the chimneys on every line 
of the elevated system without having 
asked or received permission from a 
single property owner ortenant. This 
was not the work of a day. Its com- 
pletion required several months. Day 
after day they continued, liable toarrest 
every hour, going from roof to roof 
with rope ladders, at times stealing 
through the open door of a house a 
block away from the objective point, 
other times boldly ringing the door-bell 
and making their way to the roof as 
though they had legitimate business 
there, meeting landlord or tenant's in- 
quiry with entire sang-froid, until over 
twelve hundred painted chimneys stood 
forth, not alone as an advertising an- 
nouncement, but as a lasting monu- 
ment to the audacity of the ‘* Fiend,” 
and a striking example of the extent 
to which more than a thousand 
holders of the principal city in the 
United States submitted to a trespass 
on their property. Under our present 
system of sign advertising the ‘*‘ Fiend” 
does not monopolize the field of con- 
tention. Many an advertiser who 
started in with great faith in the etfi- 
cacy of paint has been reluctantly com- 
pelled to desist on account of the end- 
annoyance, litigation and con- 
troversy which this endeavor has en- 
tailed. The environment which de- 
velops the ‘‘ Fiend” is not_productive 
There must 


house- 


less 


of desirable employes. 
of necessity be many reckless, shiftless 


Drink numbers 
The employer or 
part of the 


men among them. 
many as its victims. 
advertiser must 
responsibility. 
Many advertisers to-day have signson 
walls and fences to which they can lay 
no legal or moral claim, They have been 
secured by the audacity of the ‘‘ Fiend.” 
There an unwritten code to-day 
among many large advertisers which 
reads something like this: ‘‘If I have 


assume 
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painted a sign ona wall, even without 
leave or license, that wall belongs to 
me for all time. Should the owner 
offer to lease that wall to you, the fact 
of my sign being there precludes you 
from all right to hire it. If you lease 
it and paint out my sign, I will con- 
sider that act as a declaration of war 
and from that time forth my men will 
paint out every one of your signs that 
they possible can. I know your men 
will do the same with my signs, but I 
think we can stand it longer than you.” 
‘The foregoing has been the code that 
governed the expenditure of hundreds 
of thousands of dollars. The equity 
of rightful ownership uncon- 
sidered. Is it any wonder that the 
brush of the past has painted the word 
oa Can ycu disagree with my 
declaration that the paint brush has 
not had a fair show—that one of the 
most forceful factors in advertising has 
suffered a serious handicap? Every 
business man must recognize that an 
investment under such circumstances is 
simply a hazard, a game of chance, the 
playing of which does not ennoble any 
of the participants. 

That there is an odium attached to 
paint and poster work, I admit. That 
the newspaper, magazine and periodi- 
cal are giants among advertising meth- 
ods, I freely and fully concede. While 
not wavering in the slightest from my 
allegiance to the paint brush, I can say 
that were one or the other to be sacri- 
ficed, paint could be spared without 
serious loss to the business interests of 
the country, while the loss of the news- 
paper for that purpose would be a seri- 
ous calamity. But just in proportion 
to the limitation of the scope of the 
paint brush, in comparison to printers’ 
ink, does its value increase to the far- 
seeing advertiser who will have the 
courage to raise it from the depths and 
bring it to its proper level. 

Conceding that the first principle of 
advertising is to individualize your arti- 
cle, to so present it to the notice of 
the public that you create a lasting 
impression on the mind of the reader 
—then just in proportion as the num- 
ber of newspaper advertisers increases, 
just so much more difficult is it for any 
one to attain special prominence. With 
a hundred advertisers seeking for recog- 
nition in the one periodical, each one 
doing the best he can with the space at 
his command to attract the attention of 
the reader, the endeavor of the adver- 
tiser to individualize his article becomes 


was 


chaos " ? 
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more and more difficult, and when t! 
one, through a happy idea well « 
pressed, or through a heavy expendi 
ture for large ‘‘ space” does succee: 
and his advertisement is the banne 
announcement of the publication, the 
the ninety-nine others areundone. J 
be the happy ene through the mediur 
of printers’ ink necessitates an eff 
parallel with those advertisers wh 
expenditures run from one hundred t 
five hundred thousands of dollars | 
annum, In themselves they form 
goodly number. This expenditure 
necessary for the advertiser to sit in t 
front row among the users of print 
ink. An expenditure of less than t 
lowest amount, placed with good jt 
ment, and on the same strict busi: 
principles that now mark advertising 
other lines, kept at persistently { 
several years, with every effort devot 
to developing and producing the highes 
class of work, with the idea that ea 
and every sign should be painted so 
to impress upon the mind of t 
reader, not only with respect, | 


confidence and admiration for the art 
cle advertised—could so distinctly 
peculiarly bring into prominence 


article, that it would, from its ow: 

momentum, be forced into the front 

line of successful effort, and by t! 

very success forever redeem from t 

mire into which it has been permitt 

to lapse, the ‘‘ paint brush.” 
O. J. Gupb! 

—_—_ oo : 

To a certain extent general adver- 
tising creates a want. It announces 
new things and familiarizes the pub 
with old ones. General advertising 
of as great value to the advertiser 
keeping an established article befo 
the public as in introducing a new on 
The most successful business men rea 
ize this, and they never let the pub! 
forget their existence. The oft-r 
peated assertion that advertisement 
are not read is proved to be a lie of t 
most senseless kind by the advertise: 
record of results.—/ourna/ist. 

deitcamegiiilione 

**BurninG His Boats.”—The { 
lowing advertisement appears it 
daily paper : 

**A Request.—As I am anxious 
striving to become a reformed chara 
ter, I hereby urgently entreat all in: 
keepers in Kronach and the neighbor 
hood to let me have nothing more « 
tick.—Tollbrann, Peter Doppel, vz/, 
Biebigau.”—Frankischer Wald. 
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THE NEWSPAPERS 


WASHINGTON. 


OF 


According to the late census, the new 
State of Washington has a population 
of about 300,000. It has 150 news- 
| ipers. 

In respect to area, Washington is 
ibout double the size of Indiana, 
while in general outline, as may be 
seen from the map, it somewhat re- 
sembles Kansas. The character of its 
soil and of its other natural resources 
causes its population to be divided into 
two distinctly separate communities, 
with few interests in common. At the 
western end lies the Puget Sound 
country with its tremendous possibilities 
for commerce and inexhaustible sup- 
plies of lumber. ,This region is char- 
acterized by wonderful cities which have 
sprung up in a short time, and while 
now numbering but from 30,000 to 
40,000 people each, are laid out on a 
scale calculated for a population of half 
a million. Buildings, prices of real 
estate and all schemes of improvement 

| these cities conform with this ex- 
pected increase in population. When 
the visitor inquires whether the future 
metropolis of the Sound is likely to be- 
come Tacoma or Seattle, the answer 

| depend largely upon the geographi- 
cal position of the residence of the per- 
son giving the opinion. There arealso 
some who claim that the prize will go 
to neither of these cities, but wiil finally 
awarded to Anacosta, Whatcom, 
Port Townsend, or perhaps some other 
ce the name of which has not yet 

n heard. All Puget Sound is said 

afford a fine harbor, and every foot 

{ its shores is said to be available for 

vn sites, 

In the Eastern section of Washing- 

n, Spokane Falls has established its 

sition as the leading city by reason 

ts extraordinary growth, its superior 
oad connections, its great water 
ver and the wheat-growing country 
itary to it. Its population already 
eds 25,000. New buildings, large, 
pensive and well-planned, are going 

) with wonderful rapidity. 

Between the Eastern and Western 
tions, there intervene scores and 
en hundreds of miles of desert land. 
\lthough relieved here and there by 
lleys of exceptional fertility, this 
ract separates the opposite ends of the 
State as effectually as Georgia is sepa- 
ted from Louisiana. Of Washing- 

n’s 150 newspapers about two-thirds 
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are printed within the Western belt, 
while about half as many issue from 
places near the Eastern line, the latter 
being in regions mainly tributary to 
Spokane Falls. In the great central 
portion of the State, including fully 
three-fourths of the entire area, not a 
dozen papers have a foothold 

As in all the new States, the daily 
has the strongest hold. Great eight- 
page journals, handsomely printed, 
appear daily and Sunday. All seem 
to be making a living, and some are 
undoubtedly profitable. Seattle has 
five such dailies, Tacoma and Spokane 
Falls as many more, By all odds the best 
paper in the State is the Post-/ntelli- 
gencer, of Seattle. It has the strong- 
est hold and is growing daily. All along 
the western coast it is promptly on hand; 
boys call it in every town and city. It 
may be classed as one of those ex- 
ceptional journals of which the Port- 
land Oregonian and Dallas (Texas) 
News are examples. Without using 
the columns of such papers, the adver- 
tiser finds it impossible to reach the 
best portion of the community. The 
sale of the Post-/ntelligencer is prob- 
ably nearly ten thousand copies daily. 

The average circulatiou of the Wash- 
The lists of 
regular subscribers to many of the 
weeklies fall considerably short of 500. 
Vet, in general character, the newspaper 
press of Washington, as compared with 
other States, is something of which its 
people may be proud. 


ington papers is not high. 


ADAM AS AN ADVERTISER. 

The Hotel Mail says: This an- 
nouncement, which appears in the 
Norwich Record, should find a place 
among the unique advertisements, be- 
ing reproduced in PRINTERS’ INK: 


ADAM. 


Not Adam of the Garden of Eden, but 
ADAM, the living, can be found at that fa- 
mous Roadside Inn known as 


ADAM’S TAVERN, 


where he dispenses Acker Merrall & Condit 
and Park & Tilford’s best gouds, 
A. A. ADAM, 


Norwich Town, 


Telephone connection. 


AN Eastern editor has all of his 
business letters set up in type and 
printed, because no one except his 
printer can read his handwriting.— 
The Newspaper Union. 
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A FABLE (NOT FROM AESOP). 

An ow! once said, ‘* Who se wise as I ? 

See the shape of my head ; sce the size of my 

eye; 

I will get me up in a tree and cry, 

*Who! who! who! so wise as 1?’” 

The chickens began to cackle and fly, 

The rabbits off to their holes did hie, 

The mice they hid in the granary. 

But a boy with a gun stole out on the sly 

And blew that owl to eternity. 

That owl, perhaps, though very wise, 

Did injudiciously advertise. 
Morat—Men often “* bust” 

don’t advertise right. 


because they 


Daviv B, Pace. 
—- 
SENSATIONAL 
TISING. 

A writer in the Chicago Commercial 
Union is responsible for the following 
interesting—if not altogether probable 
—account of the advertising methods of 
an old and well-known house : 

‘* Perhaps the most remarkable ad- 
vertiser ever known in this country was 
Drake, owner of ‘ Drake’s Plantation 
Bitters,’ a preparation now almost un- 
known. It was during the early days 


ADVER- 


of the war, when the tax on whisky was 
about two dollars a gallon, that prep- 
bitters became popular, 


aration of 
which answered the purpose of whisky 
and was taxed only as medicine, Drake 
began the manufacture of his bitters. 
He made a little money from the start, 
and concluded to put it into advertising. 
Then he inaugurated the epidemic of the 
celebrated inscription ‘S. T. 1860— 
X.,’ which appeared in every news- 
paper in the land, then on every fence, 
barn, bill-board or rock upon which it 
could be painted or pasted. Every 
place on the continent it could be found, 
on beetling precipice and seemingly in- 
accessible mountain cliff. Thousands 
of doilars were spent in the defraying 
of the expenses of adventurous adver- 
tising fakes. Men worked for days to 
get a single signin position. Painters 
were hung by ropes over yawning 
chasms while they painted ‘S. T. 
1860—X.’ One day all the exposed 
rocks in the Niagara rapids bore the 
strange sign. On the line of the Penn- 
sylvania Railroad, trees were cut in a 
forest on a mountain side so that from 
the car windows the letters 400 feet 
high could be seen. Then Drake sent 
his men abroad and got themselves 
disliked by painting the mystic inscrip- 
tion on the relics of bygone ages. 
The pyramids of Egypt were searched, 
and one party actually penetrated the 
fortress of Mount Ararat, in Asia, and 


INK. 

painted ‘S. T. 1860—X.,’ on the sp 
where the ark was said to have lance 
The enterprising advertiser had 1 
trade mark painted on wagons, railroa 
cars, ships and steamers. One of | 
advertising parties went around tl 
world, and a jocular announcement w: 
made that the letters were to be painte 
on the North Pole, which would be: 
discovered for the purpose, the equat 
having already been decorated. Dr: 
was not alone at this era in this sens 
tional style of advertising. Every or 
will remember Helmbold and his buc! 
and a half dozen other articles, in t 
sale of which millions of dollars we: 
made. It was not until after Dral 
retired from business, as rich as Croesu 
that he gave an explanation of his trac 
mark. ‘S. T. 1860—X.’ meant 
‘ Started Trade in 1860 with $10.’ 

** Advertising on the landscape is not 
as much practiced now as formerly « 
a really extensive scale. There 
tendency to the use of printers’ ink i 
all its forms. We know of one firn 
that actually circulates 25,000,000 alma- 
nacs every year. So enormous is t! 
quantity of printing of this descriptic 
used that the medicine men own their 
own printing establishments. Alma- 
nacs and pamphlets are printed from 
rolls of paper, folded, pasted and cut, 
in the same manner as newspapers o! 
the first class. It is said that the pat 
ent medicine men of this country pa) 
out several times as much for print- 
ing as all the shows in the country 
combined.” 


is 


ee 


AN EDITORIAL NIGHTMARK/ 


The following, from the (@ur d’A le 
Statesman, Osborn, Idaho, tells t! 
**tale of woe” of other editors besides 
its author: ‘‘ The editor has been laid 
up for repairs for the last ten days, and 
must ask the indulgence of his reade: 
for any discrepancies that may appear 
in this issue. * = During th: 
editor’s indisposition he was haunt: 
with a nightmare. It seemed to him 
that a subscriber was trying to get in 
the office to pay up, but for some reason 
could not get in. When he got out of 
bed he found that the subscriber did 
not get in, as the cash drawer was 
empty. He has made arrangements 
so that in the future, if a subscriber 
comes and finds the door locked, |! 
can shove his money under the door 
and the next day he will get his receipt 
by mail.” 
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VAKING A LITTLE MONEY. 
Several things have occurred lately 
which should direct the attention of 
inking business men toward the suc- 
ss of firms who have been known as 

id advertisers. 

A short time ago the manufacturers 
of ‘‘ Ivory Soap,’” Messrs. Proctor & 
Gamble, sold out to a stock company, 
and their proved statement showed 
that the net profits on the business for 
the past three years had averaged more 
than $500,000 per year. No wonder 

‘Ivory Soap”’ floats. 

\ still more recent case is that of 
Coates, Son & Co., the great thread 
manufacturers, whose lithograph and 
circular advertising has covered the 
face of the globe. In selling out the 
private concern to a stock company the 
profits sworn to have averaged $2,130, - 
240 a year for the past seven years ; 
for 1889 they were $2,373,875. 

When the Royal Baking Powder Co. 
was called upon to make a statement 
in court of their profits they proved up 
a net profit of $720,000 for the year, 
and this has no doubt increased during 
the past two years. 

lake the firm who make Allcock’s 
Porous Plasters ; it.is said that this 
one item nets a profit of $200,000 a 
Suppose you are a jobbing drug 
firm and you want to buy Allcock’s 
Porous Plaster—you have got to have 
them or your trade will leave you; no 
drummer ever calls upon you to sell 
these plasters, so you have to go and 
buy them yourself from the manufact- 
When you get to their office 
and apply at a small window, like a 
telegraph boy at a broker's office, a 
conversation something like the follow- 
Ing occurs: 


year. 


urers, 


Customer—I would like to buy a large 
tity of your plasters, and want the best 


. Man—All right ; five per cent. off on 
vad, cash in advance. 

omer—But a car load is too many. 

. Man—Then you don’t get the five per 


Customer—Well, send me a car load with a 


P. P. Man—We don't deliver goods ; send 

r check and we will dump a car load on the 
rte roa. you can cart them away yourself. 

You go away with a sublime respect 
for the power of advertising. 

Suppose you are a grocer and want 
(or rather are forced) to buy Pearline, 
out of which old Mr. James Pyle and 
his sons draw some $400,000 profit a 
year. You will find that Messrs. Pyle 
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don’t care a rap whether you sell Pearl. 
ine or not, and don’t give you enough 
profit to keep your best girl in soda 
water. They have advertised Pearline 
until it is independent of the grocery 
trade ; they have made people want it, 
and you must supply Pearline or go 
out of the business. 

The Potter Drug and Chemical Co., 
of Boston (of whom, by the way, Mr. 
White is now the head, though he en- 
tered the company’s service as an errand 
boy), spend $200,000 a year in adver- 
tising, and make an annual profit of 
something like $400,000. 

The Eastman Dry Plate Co., of 
Rochester, started their ‘‘ Kodak” by 
spending about $25,000 for the first 
year, and drawing out something like 
$85,000 in profits during the next 
twelve months. 

Ivers & Pond, the piano men, of 
Boston, took up magazine advertising 
a little over two years ago, and spent 
money liberally but caretully, and fol- 
lowed up the correspondence secured 
through their announcements promptly. 
Che business has increased exactly 
threefold.—.4 rt in 4 dvertising. 


anal 
A NEBRASKA BARGAIN. 


Even in the wild and sparsely popu- 
lated West, the advertisement is found 
in a flourishing condition. A _ store- 
keeper ina Nebraska town of 300 pop- 
ulation, inserts in the local paper, the 
following lively advertisement : 


Kicked Down 3 Flights of 
Stairs ! 


While trying to get J. H. Simonton’s, where 
you can get DRY GOODS, GROCERIES, 
BOOTS and SHOES, in fact a little of every- 
thing in general merchandise. 

I pay no rent, no high tax, hire no clerks, 
have no large family to support, myself and 
wife attend to all the business. We can and 
will sell you goods cheaper than anywhere 
west of Chicago. Call in and be convinced. 
Yours respectfully. J.H.S. 








Whether the advertiser thinks that 
the prospect of being ‘‘ kicked down 
three flights of stairs” is calculated to 
bring customers to his store is a matter 
not altogether clecr. The advertise- 
ment, however, is genuine, and the Val.- 
ley (Neb.) Enterprise is the paper in 
which it appeared. 

In point of fact, nothing can be more 
interesting and diverting than adver- 
tisements cleverly written and hand- 
somely printed.—Chicago Herald. 
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Correspondence, 


A CRANIUM MANIPULATOR’S 
NOUNCEMENT. 
Tue Reporter, 
SPRINGFIELD, Vt., Sept. 8, s890. { ‘ 
Editor of Priters’ Ink: 

A paragra > ing the rounds contains in- 
formation 0 rber who advertises that he 
cuts hair on © phyatologic al principles, and 
“performs other tonsorial operations anti- 
dexterously.” 

Noticing the above paragraph in your issue 
of the 3d, I take pleasure in sending you a copy 
of the original advertisement, from which the 

aragraph, no doubt, sprung. ‘“ Prof.’’ C. H. 
arb was a roted colored barber at Wind- 
sor, Vt., twenty-five or thirty years ago. He 
was a native of Baltimore, Md., acd whether 
he was ever a slave or not, I have no informa- 
tion. He was, however, a highly educated 
man, as will be seen from his advertisement: 


GLORIOUS NEWS! 


AN- 





War Wirn ENGLAND AND FRANCE, 
MASON AND SLIDELL. 
Fiicut OF MAXIMILLIAN FROM THE THRONE 
or Mexico, 


ye C. H. T. is the only barber in the 
State that can shave and cut hair with ambi- 
dextrous rapidity. 

PROF. C. H. TARBY, 
Tonsorial Artist, Physiognomical Hair-Dress- 
er, Capillary Abridger, Cranium Manipulator 
and Facial Operator. 

No. 5 Main Se, Windsor, Vt. 
The above and similar © ode ertisements ap- 
ared for several years in the local papers at 
Windsor ; in fact, until the ** Professor’s’’ de- 
cease, some dozen years ago, 
Frank W. 
en ae 
RIGHT CLASS. 


STILEs, 
THE 
Orrice OF SKORDEMANNEX, | 
Minnearouis, Minn., Aug. 5, 1890. § 

Editor of Printers’ Ink: 

If there ever was a publication deserving 
the thanks of Skhordemannen it is Printers 
Ink. It is our office Bible—the light which 
has led us to more good solid advertising 
than any means outside of our own efforts, 
We stu y it weekly to learn all the theories 
and opinions of our patrons, and we are not 
ashamed to confess that our methods have 
been more than a little modified by the in- 
fluence of the contributions to Pxinrers’ Ink. 

In the recent compendium of views as to 
the basis of value at abvenidag mediums, 
it seems to me that far too little stress has 
been laid upon the other considerations affect- 
ing valueg besides the number of copies 
printed. to be sure, other things being 
equal, the paper which publishes fifty thou- 
sand copies is of more value than that which 
prints but ten thousand. Yet] have gotten 
subscribers through advertising in papers of 
one thousand circulation, - a no 
answers at all from a large card eferred 

ition,”’ in one of the best Saabs oof (Chicane: 

would rather address 5,000 persons, who 
occupy positions in life where my goods are 
most likely to be useful, than to cover a full 
page of a paper having a hundred thousand 
circulation among people who could not use 
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my goods if they had them, As well tryt 
succeed with a_ jewelry store in the sto 
yards, or a retail agricultural imp! ement st: 
on upper Fifth Avenue, as to pay “* card rat: 
or any other rates, for an advertisement 
a paper of unlimited circulation among t 
wrong kind of readers. The paper reach 
the right class of people is the paper wh 
space is valuable to you, and that same spa 
may be valueless to another business, 

P. V. Co.uins, Publisher 


>. 


ADVERTISE MEN 


AN INDIANA 

L. H. Srevens & Co., ENGRAVERs, 

New Acsany, Ind., Aug. 23, 18 
Editor of Printers’ Ink: 

Being an interested reader of Print 
Ink, and noticing many unique adverti 
ments which you reproduce and comi« 
thereon, I thought, possible, the the inclosed a 


COMMERCIAL HOUSE, 


COR, LOWER IST AND MAIN STS, 


New Albany, Ind., 


THE ONLY poy oe HOTEI 
I} HE WORLD. 


JOHN Pano Prop. 
The meanest man in America, who neither 

deals in Politics nor Religion, his entire t 

being taken up in catering to the wants of 

guests. However, he advises his patrons t 

say their prayers before retiring at night, 

to whet their teeth for tough beef-steak i 

morning. It is the headquarters for com 

cial travelers and “ Don’t you forget it. 
Terms Cash to both Saints and Sinners 
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vertisement clipped from The Corydon / 
crat and advertising a hotel in this city, w 
be of interest to your readers and of ser 
to you in helping the purpose of your pape 
L. H, Srerur 


~~ — 
WANTS. 


Advertisements under this head % cents aline 
ITION as SUB-EDITOR on magazine or 
weekly literary journal, in New York or 

Boston. At present employed, — desires 

residence in city. Address “A. Z. X 

Printers’ INK. 


DVERTISEMENT WRITER, of exper 

ence, ability and taste, is open for ¢ 
gagement. Can give referenees and sj 
mens. Address H. BAKER, 1518 Wash 
ington Ave., St. Louis, Mo. 


VETERAN and suceessful newspape¢ 
man wants name of woman with $5 
a of managing office, to join in ap 
tis ing business wh eh cannot fail to x" 
“ New 


HALL,” 
ANTED—The management or to lease 2 
newspaper establishment. The best of 
aa and security can be given. Pay 
a practical newspaper man. Address “| 
Printers’ Ink, care of Geo. P. Rowell & ‘ 
New York. 


Bye ISSUE of PRINTERS’ INK is 
religiously read by many thous. 
hewspaper men and printers, as well as by 
advertisers. If you want to buy a pape or 
to get a situation as editor, the thing t 
is t announce your desire in a want adver 
tisement. Any story that can be told in 
twenty-three words can be inserted for one 
dollar. Asa rule, one insertion can be re ‘ied 
upon to do the business. 


Address 
yor 


care PRiInTERs’ INK, 
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It YOU WISH 


ro Advertise 


Anything 


Anywhere 
at Any time 


WRITE TO 


Geo. P. Rowe_t & Co., 


No. 10 Spruce Street, 
NEW YORK. 











PRINTERS’ 


COMMENDA TIONS 


Tue Press, } 
Morning, Evening and Sunday | 
Editions. | 
Cotumsvs, O., 
Editor of Prixvers’ INK: 
ous 


Daily, 


Sept. 3. 1899. 


It may be a satisfaction to you to 
know tnat the replies we are getting from the 
small amount of advertising we are doing in 
Printers’ INK are very sitisfactory and the 
order for its continuance just forwarded you, 
shows our appreciation is substantial. 
Cuas. W. Harrer, Manager. 

<<a —__—__— 

SPECIAL NOTICES 


Advertisements under this head, two lines 01 
more, without display, Be. a line. 


TH CENTURY. 
20 


F ARMERS’ CALL, Quiney, I. 


omer MAGAZINES.—More below. 


r a WEATHERFORD (Texas) CONSTI 
TION. 

nae HAVEN NEWS.- 

4% medium. ca 

TWVHE NEW HAVEN REGISTER is a com 
plete newspaper. 

VHE NEWS —Largest c irculation in Kings 
ton, Ont. Over 2,00) daily 

TPVHE NEW HAVEN REGISTER is the lead 
ing family paper of Connecticut. 

TEW HAVEN NEWS.—Guaranteed largest 
4N morning circulation in Connecticut. 
TE\HE NEW HAVEN REGISTER circulates 

amoug a@ prosperous class of readers. 

HW Chicago Tribune says : ‘The SEATTLE 

PRESS is a journalistic ‘ Pathfinder.’ ”’ 
HE HOUSEHOLD PILOT, New Haven. 
Monthly circulation over 200,000 copies. 
YRIAL ADS., one cent 
words. THE TIMES, Rushsylvania, O. 
HE MODERN QUEEN, New Haven. 16 
pages. Monthly circulation over 50,000. 
ORLD-WIDE MISSIONS. 123,000 and up- 
wards m’thly. Sworn. Address Chicago. 

( WN A NEWSPAPER.—No type neces 
sary. N. Y. NEWSPAPER UN ON, N.Y. 
SEATTLE PRESS’S circulation increased 
600 per cent. from Aug., 1889, to Aug., 1890. 
VHE NEW HAVEN REGISTER allows 


none but the best class of advertising in 
its columns. 


Best advertising 


ver line, of seven 


NHE Washington Democrat says the SEAT- 
TLE PRESS is the best evening paper on 
the Pacific coast. 


SUCH things as OFFICE MEN’S SUPPLIES 
_ ot be advertised in “THE BOOK 
EPER,” Detroit, Mich. 


OTHROP MAGAZINES (THE), 
FIVE of them. 
unsurpassed. 


AN FRANCISCO CALL. The best morning 
) newspaper in California. Unequaled in 
circulation, character and influence. 


WENTIETH CENTURY, the elegant and 
renowned radical magazine, 4 Warren 
.. New York. Send for sample copy. 


AN FRANCISCO BULLETIN—estab. 1855— 
> is the leading evening newspaper of Cali- 
fornia in circulation and influence. Try it. 


Boston. — 
Every one good—some 
Titles below. 


INK. 
YHAT the Boston Transcript, New York 


Post, and got Telegraph are to 
2RESS is to the Pa 


\ 


the East the SEATTLE F 
cific coast. 

JAPER DEALEKS.—M. Plummer & © 
I of 161 William St., New York, will fil 
any order for paper—from half a quire to 
thousand-ton lots. 


MQVHE NEW HAVEN REGISTER has a long 

sustained circulation among a regular 
list of yearly subscribers, and the number is 
steadily increasing. 


UBLISHERS, who purpose offering are. 

miums this season, should corre Spon 
with WORLD MANUFACTURING CO., 1 
Nassau St., New York 


TWVHE HERALD, published at Halifax, Nova 

Scotia, is one of a“ PREFERRED LIST ”’ 
of newspapers recommended to advertisers 
by Geo. P. Rowell & Co. 


' IENCE published at ‘Ne aw York, N. Y., is 
b one of a select list of journals recom 
mended to advertisers by Geo. P. Rowell « 
Co, as a desirable medium. 


DVERTISEMENTS received for leading 
Files kept thre« 
advertisers. A 
New York 


y American newspapers. 
months for examination by 
dress GEO, P. KOWEL L&Co., 


QLECTROTYPES. a iarge stock of elec 

wy) trotypes of engravings—embracing al! 
subjects—at nominal prices. THE PRESS 
ENGRAVING CO., 88 and 9) Centre St., N. \ 


MVHE LORD & THOMAS Religious News 

paper Combination is THE medium for 
advertisers to reach the best buyers of the 
West. Lowest rate by all advertising agencies. 


I\HE GAZETTE, published at New Mil 

ford, Conn., is one of a “ PREFERRED 
LAST ” of newspapers recommended to adver 
tisers by Geo. P Rowell & Co. as a desirable 


medium, 
TATIONAL TRIBUNE is the only 
published at Washington, D. C., to whic! 
the American Newspaper Directory for 159) 
accords a regular circulation exceeding 100,000 
copies each issue. 


HE LEDGER, of Chicago IIL, is one of 

the 100 publications in America that, ac 
cording to a list published by Geo. P. Rowell 
& Co., circulate between 25,000 and 37,50 
copies each issue. 

HE MEDICAL BRIEF, published at St. 

Louis, Mo., is one of a select list of medi 
cal journals recommended to advertisers by 
Geo. P. Rowell & Co. as a desirable medium 
in its particular field. 


V ORNING CALL, San Francisco. Cal., is 
4 one of the 45 publications in America 
that, according to a list published by Geo. P. 
Rowell & Co., circulate between 37,500 and 
50,000 copies each issue. 


TYNHE WEEKLY WITNESS, New York City, 

is one of the 43 publications in the United 
States that, according to a list published by 
Geo, P. Rowell & Co., circulate between 5),000 
and 75,000 copies each issue. 


r ee MEDICAL BRIEF, published at ST. 
JOUIS, Mo., is one of the 100 publications 
in mee a that, according to a fet published 
by Geo. P. Rowell & Co., circulate 
25,000 and 37,500 copies each issue. 


ASHION AND FANCY, published at St. 

Louis, Mo, is one of a select list of house 
hold and fashion journals recommended to 
advertisers by Geo. P. Rowell & Co. as a de 
sirable medium in its particular field. 


"FVHE CLEVELAND WORLD'S circulation 
has increased’ so as to demand greater 
Pe fac “~~ and it is now putting in a 
sott Web Press. Eight pages; one cent. 
Every afternoon and Sunday morning. 


paper 


between 
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PFVHE VOICE, published in New York City, 
is one of the 28 publications in the 
United States that, according to a list pub 
ished by Geo. P. Rowell & Co., circulate be 
tween 100,000 and 150,000 copies each issue. 


fEYHE GUARDIAN ANG published in 
Philadelphia, is one of the 100 publica 
tions in America that, according to a list 
published by Geo. P. Rowell & Co., circulate 
between 25,00 and 37,500 copies each issue. 
4 igs CHRISTIAN ADVOCATE, New York 
City, is one of the 43 publications in the 
nited States that, according to a list pub 
lished by Geo. P. Rowell & Co., circulate 
between 5),000 and 75,000 copies each issue. 


Rar AND HOME, published at Spring 

field, Mass., is one of the 27 publications 
in the United States that, according to a list 
published by Geo. P. Rowell & Co., have a 
regular average issue of more than 150,000 


pies 


FP\HE NEW HAVEN REGISTER is the only 

paper in the State of Connecticut whose 
ntire subscription list is paid in advance, 
vhich is the best proof that it is taken for 
ts worth as a newspaper, and that its circu 
ition is not forced. 


FFVHE PRICE of the American Newspaper 

Jirectory is Five Dollars, and the pur 
hase of the book carries with it a paid sub 
scription to Printers’ Ink for one year. Ad 
iress: GEO. P. ROWELL & CO., Publishers, 


No, 10 Spruce St., New York 
fo ER an advertiser does business 
with our Advertising Agency to the 
nount of $10, he will be allowed a discount 
ufficient to pay for a year’s subscription to 
Printers’ Ink. Address: GEO. P. ROWELL 
« CO., Newspaper Advertising Agents, No. 10 
Spruce St., New York. 


ACH issue of THE TOPEKA WEEKLY 
4 CAPITAL for October and November 
will be 25,000 copies, reaching every class of 
readers within the borders of Kansas. Ad- 
ertisers seeking Kansas business should not 
fail to take advantage ef it. Address TOPE 
KA CAPITAL CO., Topeka, Kansas. 
\ THENEVEK an advertiser does business 
with our Advertising Agency to the 
mount of $30), he will be presented with a 
mplimentary copy of the American News 
iper Directory; a book of 1,450 pages, price 
8. G. P. ROWELL & CO., Newspaper Ad 
ertising Agents, 1( yruce St., New York. 


fF\EXAS FARM AND RANCH, a semi 
monthly published at Dallas, has, ac 
ding to the American Newspaper Direc 
ry for 1390, by far the largest circulation of 
iny agricultural periodical printed in the 
State o exas. Eastern Office—22 Times 
Building, New York. J.C. BUSH, Manager. 
OTHROP MAGAZINES (THE), Boston.— 
4 WIDE AWAKE, $2.40a year; BABYLAND, 
‘c.a year; THE PANSY, $1 a year; OUR 
LITTLE MEN AND WOMEN, 81 ayear; C.Y.F. 
OURNAL, $la year. Send for samples and 
mbination rates to D. LorHrop Co., Boston. 
Always include them when getting estimates. 


‘FYHE MEDICAL WORLD (Philadelphia) 
has a circulation larger than that of any 

her medical journal in the world. Its 

ooks, press rooms and binding rooms are 
pen to inspection at any and all times. 
Shows all kinds of proof of circulation and 
nv can, Care with any other medical 

vurnal, 


LTON, Illinois.—Geo. P. Rowell & Co. pub- 
44. lish a list of the best or most widely cir 


ilated or influential newspapers issued at 
important business centers throughout the 
ountry;—the newspaper in each place that 
vives the advertiser the most for his money. 
On this list THE TELEGRAPH, Dafly and 
Weekly, is named for Alton. 
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YANANDAIGUA, N,. Y.--Geo. I’. Rowell & 

J Cv, publish a list of tne best or most 
widely circulated or influential newspapers 
issued at important business centers through 
out the country:—the newspaper in cach 
place that gives the advertiser the most for 
his money. On this list THE TIMES, Weekly, 
is named for Canandaigua 


NS. CONNECTICUT.— Geo. P. Row 
ell & Co. publish a list of the best or most 
widely circulated or influential newspapers 
issued at important business centers through 
out the country the newspaper in each 
place that gives the advertiser the most for 
his money. On this list THE BULLETIN, 
Daily and Weekly, is named for Norwich 

DVERTISING IN GERMAN NEWSPA 
A PERS throughout the United States and 
Canada carefully executed, at favorable 
prices, and with every advantage as to posi 
tion, display, changes, etc., by GEO. P. ROW 
ELL & CO., 10 Spruce St., New York City. 
A complete List of all German Newspapers, 
with circulation of each, in pamphlet form, 
sent on receipt of 10 « 

ERALD, SPRINGFIELD, MO.—Geo. P. 

towell & Co, publish a list of the repre 

sentative daily newspapers issued in cities 
having a population of more than 2,000 
the newspapers in each place which can be 
specially recommended to advertisers as com 
ing up to the requisite standard of character 
and circulation. THE HERALD, of Spring 
field, Mo., is included in this list. 


‘EVHE BUSINESS MAN’S ADVERTISING 
RECORD isa device for the use of those 
who believe not only that it pays to adver 
tise, but also that it pays to keep a complete 
record of it. It affords an absolute proof of 
the correctness of any advertising bill pre- 
sented, and renders mistakes and overcharges 
impossible. Sent express paid on receipt of 
$2. R.C. BANCROFT, Springfield, O, 
( NE of the most successful advertisers we 
ever had always ordered his advertise 
ments in this way Get the best service you 
ean for me for $5,000." He left every detail 
tous. There is no more expensive luxury 
for an advertiser to indulge in than to tie 
his agent’s hands by getting him to tell in 
advance exactly what he will do. GEO. P. 
ROWELL & CO., 10 Spruce St., New York. 
TNION AND ADVERTISER, Rochester, 
U N. Y.—Geo. P. Rowell & Co. publish a 
list of the representative daily poereers 
issued in cities having a population of more 
than 20,000;—the newspapers in each place 
which can be specially recommended to ad 
vertisers as coming up to the requisite stand 
ard of character and circulation. The Roch 
ester (N. Y.) UNION is included in this list. 


OURNAL AND COURIER, New Haven, Ct. 
e) —Geo. P. Rowell & Co. publish a list of the 
representative ony newspapers issued in 
cities having a population of more than 2,000; 
the newspapers in each place which can be 
specially recommended to advertisers as com 
ing up to the requisite standard of character 
and circulation. The JOURNAL AND COUR 
IER, of New Haven, is included in this list. 


'EVHE ACTORS, in fact all thinking people 

admit, that, while the ordinary news 
paper (which is short lived) has an average 
of five readers to each copy, the Mestraged 
papers, like “ MuNsEY’s WEEKLY” and “ THE 
ArGosy”’ will average at least ten readers 
to each copy. They are both published by 
Frank A. Munsey, at 81 Warren St., N. Y. 
Leading and judicious advertisers take the 
hint, and patronize them liberally by _ the 
year. People do not use these to wrap bun 
dles or kindle fires! These are both high- 
grade papers, that reach the people who have 
money tospend. Only first-class ads. insert 
ed. These papas are preserved and become 
permanent advertising. “ Judicious adver 
tising is the keystone of success.” 
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PRINTERS INK. 
A JOURNAL FOR ADVERTISERS, 


GEO, P, ROWELL & CO., Pustisuers. 
Office: No. ro Spruce St., New York. 


Issued every Wednesday, Subscription 
Price: Two "Dollars a year in advance ; 
single copies, Five Cents. No back numbers. 
Wholesale price, Three Dollars a hundred. 

ADVERTISEMENTS, agate measure, Re cents 
a line ; $50 a page; one-half page one- 
fourth page, $12.50. First or Last pees $100. 
Second Page, next to the Last Page, or Page 
first following reading matter, $75. Double- 
column advertisements, occupying less than 
half a page, charged double price. Special 
Notices, two lines or more, charged at 25 
cents a line. Advertisements must be handed 
in one week before the day of publication. 








NE WwW YORK, S SEPTEMBER 17, 1890. 


Bounp volumes of PRINTERS’ INK 
for the year ending July 1, 18go, are 
now on sale at this office, and may be 
had for Five Dollars apiece. The com- 
plete volume contains nearly 1,000 
pages and is handsomely bound. 


TuIs paper is read every week by 
more than twenty thousand business 
men who are interested in advertising. 
Every publisher of a newspaper, who 
wishes to attract the attention of adver- 
tisers, should advertise in PRINTERS’ 
Ink. To print and mail a thousand 
postal cards costs not less than $12.50 ; 
a quarter-page advertisement in PRINT- 
ERS’ INK is printed more than twenty 
thousand times, and costs but $12.50. 
Every publisher of a newspaper, who 
wishes to attract the attention of adver- 
tisers, should advertise in PRINTERS’ 
INK. 


THEadvertising managers connected 
with various large houses in different 
parts of the country have held a meet- 
ing at Detroit and formed themselves 
into an organization to be known as 
the Business Writers’ Association. Of- 
ficers were elected as follows: Presi- 
dent, D. J. McDonald, Detroit ; Sec- 
retary, George P. Gardner, Baltimore ; 
Treasurer, Henry Curtin, Cincinnati ; 
these, with Byron W. Orr, of Louis- 
ville; W. M. Bradley, of Cleveland, 
and Hugh Copper, of Detroit, form the 
Board of Directors. The association 
will hold its next meeting in Cincin- 
nati, the first week in January, 1891. 
There are said to be about 200 men in 
the country who are eligible to mem- 
bership. 


THE business outlook is fairly good. 
Every section of the country is enjoy- 
ing a moderate degree of prosperity. 
Money is forthcoming for every de- 
serving enterprise. At no time have 
plans for the development of the great 
resources of the country been so pro- 
lific. Advertising is directly affected 
by the degree of prosperity in the com- 
mercial world. There is a growing 
tendency on the part of advertisers to 
confine their patronage within the nar- 
row limits of the leading journals, and 
toward telling a story well, printing it 
once, or a few times conspicuously, 
rather than reiterating the same matter 
over and over again, and forcing it 
upon the public notice by mere persist- 
ency. This condition of things—which 
may be considered more in the line of 
the legitimate plan of advertising—is 
favored by the tendency of advertising 
rates, since newspapers are now mak- 
ing less difference than formerly in 
favor of long-standing advertisements. 
In this connection it may also be noted 
that the rates for large advertiscments 
are constantly increasing, while for 
small announcements they are cheaper 
than ever. This is another indication 
of the tendency toward a low retail and 
a high wholesale price. Newspaper 
enterprises were never more prosperous 
than now; but an examination of the 
columns of the great dailies shows that 
they depend for profits upon home 
patronage ; that which comes from a 
distance is of secondary importance. 
The so-called ‘‘foreign’’ advertiser 
finds his best field in the weekly ; but 
whatever the field or character of the 
advertising, the tendency is more than 
ever in the direction of the best papers. 


Mucu of the disrepute into which 
the art of advertising has been brought 
in certain quarters is due to the mis- 
guided efforts of a class of individuals, 
aptly styled by a contributor to this 
issue of PRINTERS’ INK as “paint 
fiends.” Mr. O. J. Gude, whose ar- 
ticle on ‘‘ The Paint Brush as an Ad- 
vertising Medium” will be found on 
another page, is at the head of the firm 
of advertising painters of O. J. Gude & 
Co., and may therefore be relied upon 
to present his case in the strongest pos- 
sible manner. While admitting that 
there is an odium attached to paint 
and poster work, he claims that a cer- 
tain individuality may be secured 
through its use which newspaper ad- 
vertising often fails to give. However 
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this may be, it must be generally con- 
ceded that the two methods are so far 
separated as not to conflict in the least. 
They approach distinctly different 
classes and serve an altogether different 
purpose. 


EVEN children are not unaffected by 
advertisements. A little girl recently 
walked into a Kansas meat shop and 
innocently inquired for ‘‘a pearline 
steak.” Of course she meant a sirloin 
steak, but James Pyle & Sons are dis- 
posed to take the incident as a direct 
tribute to their catchy newspaper an- 
nouncements. 

Miss JENNIE ~ Hopx KINS, a society 
writer on a New York daily, ‘contributes 
to Harpers’ Weekly a sketch of the late 
Professor Goldrick which will be appre- 
ciated by the dead journalist's friends. 
Among other things she writes, in 
amusing style, of his experience on a 
struggling ‘Colorado weekly, where he 
served as associate editor on a weekly 
salary of eight dollars. 

AT the late meeting of the Ken- 
tucky Press Association, Mr. John A 
Bell, who controls the destiny of the 
Georgetown 7Zimes, addressed his fel- 
low publishers on the following unique 
theme: ‘‘ The advertising agent—we 
can abuse him, if we cannot beat him.’ 
And it should be added in all fairness 
to Mr. Bell that he succeeded in doing 
ample meee to his subject. 

A SYMPOSIUM o shortly appear in 
the Atlanta (Ga.) Constitution, consist- 
ing of the opinions of the various well- 
known advertising agencies onthe busi- 
ness outlook. The editor of the Con- 
stitution believes that the general agent 
has unrivaled opportunities for judging 
of the degree of prosperity in the com- 
mercial world, and that such a collec- 
tion of opinions will have considerable 
significance, 


Mr. L. SAMUEL, who was recently 
elected president of the Oregon Press 
Association, has been the publisher of 
Portland (Ore.) West Shore for sixteen 
years. The paper is an_ illustrated 
weekly with lithographed outside pages 
and central cartoon. It is devoted to 
the development of the new States 
along the Pacific coast. Mr. Samuel 
is a German-American who came to this 
country as a boy, and is a are 
self-made man. 
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A SHOE-DEALER, whose advertise- 
ment appears in a local paper, heads 
his announcement with a grotesque 
cut, in which mosquitoes as big as 
birds play a prominent part. ‘The 
reading matter in connection with it is 
as follows: ‘‘ Unless you want corns 
on your ankles and calves on the front 
side of your legs, you should be well 
provided with foot-gear before going 
into the country.” 


+o 
FOR SALE. 


Advertisements under this head % cents a line 
A} ARYLAND FARMER, Baltimore, Md. 
4 Easy terms. Rare opportunity. 

A. EWSPAPER MEN.—A Democratic Daily 
4% forsale in a live Western City of 20,000 
Sf mo Address for full particulars, 


care PRINTERS’ INK. 


VOR SALE—My stock of Cards, Embossed 
‘ Cards, Shapes, Paintings Folders, Scraps, 
yy , at half price. Samples for lwe. J. 8. 
ASKELL, Richmond Centre, O. 
~? 


GORDON JOB PRESSES, 13x19 and 10x15, 
#@ $175 and $100; also body and job type, by 
fre ton; cases, chases, racks, &c., dirt cheap. 
W. T. DELAPLAINE, Frederick, Md. 
» WILL BUY Potter COUNTRY 
$350 PRESS, 32x48; steam and hand 
power; 


will do good wor Full particulars 
on application, W. T. DE LAPLAINE, Fred- 
erick, Md 


RARE CHANCE.—A newspaper man, 
4A who has the money, and wants to step 
into a well-established and paying newspa 
per in Tennessee, ata ‘pargaln, should write 
atonce. “ BARGAIN,” care PRINTERS’ INK. 


G6 50 WILL “BUY Cottrell & Babcock 
$ Dev first-class, extra heavy PRESS, 
x 


50; fast and in excellent condition; fine 
Call or write for 
facts. T. DELAPLAINE, Frederick, Md. 
F YOU want to sell your Newspaper or 
Job Office, a Press or a Font of Type, 
- *Il the story in twenty-three words and send 
, with a dollar bill, to the office of PRINT 
RS’ INK. If you will sell cheap enough, a 
pen insertion of the announcement wil 
generally secure a customer, 
PROPOSITION.—The owner of a mag 
nificent Bullock Web Perfecting Press, 
with stereotyping outfit, same hav ing had six 
months’ usage, would arrange to sell on low 
basis, taking for part pay stock in a prosper 
ous company owning daily with growing 
circulation. Address “W.,” 145 Seneca St., 
Cleveland, O. 


ARE CHANCE.—For sale, at low figures, 
and on easy terms, one of the best-pay- 
ing independent Republican papers in Cen- 
tral Indiana. Established in Six-col. 
quarto. New type, new steam-power press, 
job press, paper cutter, proof press, 175 fonts 
ob type. Situated in natural gas belt. Only 
000, Satisfactory reasons for selling. wor 
yarticulars, address “ PUBLISHER,” 139 Nor. 
eridian St. Indianapolis, Tad. 


RESS FOR SALE, at a BARGAIN.—A 

Cottrell & Babcock Intermediate News 
and Job Press, air cosines, tapeless delivery, 
rack and cam distribution, two form rollers, 
bed 32x46 inches, speed 1,500 per hour; all in 
first-class order, with steam fixtures com- 
plete. A fine press for either job work or for 
a newspaper of 2,000 circulation or under. A 
close inspection ee Can be seen run- 
ning at any time. Will be sold low, Address 
RL a cABETH DAIL Y JOURNAL, Elizabeth, 


distribution and _ register. 
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HIS WAY OF ADVERTTSING. 


‘I beg pardon for intruding upon | 
your time,” said the polite, smiling| 
man with the small valise in his hand. 
** A peddler is a nuisance. I know it 
as well as anybody. But there are 
various kinds of peddlers, and all of 
us must live. It isn’t our fault that we 
are here. Those of us that earn our 
living honestly have to share the odium 
that belongs to the calling. I’m not 
complaining of this, gentlemen. It is 
part of the curse that came in the orig- ¢ 
inal package to Adam. If there is 
any one of you that has a spot of grease 
on his coat, vest or pants—trousers,’ 
he added, opening his valise and taking 
out a small cake ” of soap and sponge, 
**I shall be happy to remove it and 
without charging a cent and without 
asking anybody to buy my soap. It’s 
my way of advertising. My dear sir, 
allow me. There is a little spot on 
your vest.” 

He rubbed the spot with a piece of 
soap, deftly applied the sponge, made 
a few passes over the coat with a piece 
of cotton sheeting, and said: 

‘* There, sir, that spot is gone. You 
will never see it again. And probably 
you will never see me again, either, as 
I travel but once through a community. 
My goods will be found at the stores. 
I take it for granted nobody wishes to 
buy a cake of my soap. I wish you 
good morning, gentlemen.” 

After the polite, smiling visitor had 
gone away, the gentleman whose gar- 
ment had been operated upon had oc- 
casion to consult his watch. 

It wasn’t there, It had disappeared 
with the spot.—Z-xchange. 

> 
A COMMON-SENSE OPINION. 

The newspaper without any adver- 
tisements, which Mrs. Julia Ward 
Howe wants to see, might suit the 
tastes of some peopie, but it would be 
without a very interesting feature. The 
idea that the advertisements in a news- 
paper only please the counting room 
unfortunately obtains in some quarters, 
but to the great mass of the people 
they are not only interesting, but useful 
and instructive reading. ‘They are the 
shoppers’ vade mecum, the 
man’s guide and everybody’s instructor. 
A newspaper without advertising col- 
umns would fail to accomplish its 
mission. Besides, it would be about as 
poor as Job’s turkey.— Boston Herald. 


PRINTE 


RS’ INK. 
—Large contracts wanted 


ELECTROTYPING. ops ASS'N, Columbus, 0 


BEATTY’ S ORGANS $35. Pianos $122 


For catak eu . 


address Hon. D. F. Be BEATTY , Washington, N. 
Adv’ g Agency, 


- DODD ce Wash'n zB 


Reliable De ul ing 
Portraits—Made to order fro 
Photos, Cheapest new span r cuts 
mete Send for proofs. CENTRAL 


$1.00 00 PRESS ASSOCIAT'N, Columbus, ra) 
ry WRITE AD’S ” 


8 

& ‘ , 

“ Fifteen years learning how not to write them.” 
GEO, W. ELLIOTT, Rochester, 
N. Y., Bow ley St., 39. Beterence 
H. ‘i. Warner & Co., Roche hester, N. Y., Safe Cur 


AUSTRALIAN. Australian contracts f« 


advertising, we should like you to write to us for 
an estimate. We guarantee to save you money 
for, being on the spot, we can do ‘advertising 
c re r than any other firm ata distance. All 
| papers are filed at our bureau, and every appe ar 
| Hew e is checked by a system unparalleled for ac 
curacy. On application we will prepare any 
| scheme of advertising desired, and by return 
mail will send our estimate. We desire it to be 
understood that we are the Leading Advertising 
Firm in the Southern Hemisphere. Established 
over a quarter of a century. F. T. WIMBLE é¢ 
CO., 369 to 373 George St., Sydney, Australia. 





Low Esti Fatimates 
Careful Serv 








Before fixing up your 
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NCERN 
TEELPENS 
Are the Best 


Samples of the leading numbers will 
be sent FREE on_receipt of return 
postage, 2cents. The Spencerian 
Pen Co., 810 Broadway, New York. 
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PRINTE 


A Thousand Newspapers a Day 


ARE READ BY 


The Press Clipping Bureau, Robert and Linn 
Luce, 108 Milk St., Boston, Mass. 


WHO FOR? 


Business houses, 
of construction; 

Supply houses, that 
probable customers; 

Sixty class and trade papers; 

Public men, corporations, professional 
men, who want to get news, see what is said 
of them, or r gauge public opinion. 


THE EXAM MINER 


SAN F RANCISCO 


Wants bright, original ideas 
for adve penttnteeteaaa de 


that want earliest news 


want addresses of 


It has made teinel a6 adve eeicing we, _ ime 
Daily circulation has grown from 18 
the Sunday from 22,000 to 67,000, and ‘the Wee sly 
from 20,000 to 65,000 in three years. 


It does not deface natural scenery for the 
sake of an advertisement ; it omits also Fer- 
ries, Street Cars and Hotel Registers. 

#t is Willing to pay a fair price for 
neto ideus, if thep are adopted. What 
babe nou to suggest? Address 

- i. PALMEB, Bus. Maz., San ‘Francisco, C Cal. 


This Paper 


is read every week by more than 
TWENTY THOUSAND business 
men who are interested in adver- 
tising. 


Every Publisher 


of a newspaper, who wishes to 
attract the attention of advertis- 
ers, should advertise in 


Printers Ink. 
To Print 


and mail a thousand postal cards 
costs not less than $12.50; 
quarter page advertisement 
PRINTERS’ INK is printed more 
than TWENTY THOUSAND 
TIMES, and costs but $12.50. 


Every Publisher 


of a newspaper, who wishes to 
attract the attention of advertis- 
ers, should advertise in 


Printers Ink. 


al 
in 


RS’ INK. > 


‘The Toledo Daily Blade, 


TOLEDO, OHIO, 


Has now an average circulation 


2¢ 


11,625 Copies. 


Saturday circulation 13,200. 
The Daily BLADE’S 


circulation is greater than all other dailies 
of Toledo, combined. 


t also bas the largest circulation of any Ohio 
os - aily outside of Cleveland or Cincinnati 


-°- 


CIRCULATION OF 


THE TOLEDO WEEKLY BLADE 
108,000. 


Every Advertiser knows the value of the 
WEEKLY BLADE 


For advertising rates in either edition, 


address 


THE BLADE, 


TOL EDO, OHTO. 


~|Rev. T. DE WITT TALMAGE 


is not a con- 


tributor to our 


monthly, but we 
present a por- 


of 


trait of one 


** CoMFORT’S 
subscribers, Mr. 

Tuxworth, 

of M anistee, 

Mich., 

dealer in General Merchandise. 
of 
** Comfort” 
** Go,” 
THE 
LIVE 


who is a 
rhe 
people for 
are BUYERS from the word 
THROUGH 


class who subscribe 
and they buy largely 
MAILS. They are a THRIFTY, 
people, and enjoy its monthly 
visits. The circulation of ‘‘ Comfort” 
increasing rapidly. We REMIND 
you that in order to get into our HALF 
MILLION editions on the low rate of 
$1.50 per line, space should be se- 
cured before October tst. After that 
time it will cost $2.50 per line, and one 
year from this time, twice that sum. 
Published by THE GANNETT & 
MORSE CONCERN, Avucusra, Me. 


1s 
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Our 


Country Home, 


NEW YORK. 














WE GUARANTEE THAT 


Our Country Home 


Has a paid-in-advance Subscription List of 


MORE THAN 100,000. 


We prove our circulation by affidavits, or by postage receipts. We will 
accept good business, either direct or through any responsi- 
ble advertising agency, subject to proof of above 
circulation, or make no charge. 





oy Our Country Siinie | 


Is published monthly, and is to-day recogaized as one of the Leading 
Rural Home Journals of America! 


Each number consists of Sixteen to Twenty-four Pages, 
handsomely illustrated and well printed. 


ADVERTISING RATES. 
Ordinary Advertisements 60 Cents per Agate Line, 


DISCOUNTS. 
Rs n6cdssecceves exesetseedtennothall coves r cent. 
é Months R oi cent, 
Bb TR cwccccesescoes eoececoesuneseesséscoes 15 per cent. 
Send COPY and ORDER AT ONCE for NEXT issue, 


OUR COUNTRY HOME PUBLISHING CO.,, 


88 Fulton St., New York. 
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The Best Test of a 
newspaper's popularity 
and circulation is its 
advertising columns. 
THE CALL 
Publishes the most ads, 


ESTABLISHED, 


PRINTERS’ INK, 


THE 
SAN FRANCISCO 


Morning Call. 


185 
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No Mushroom Growth | 
About THE CALL. 
Itis a sturdy Giant Oak 
of three decades! That 
is why it now averages a 
thousand want adsa day. 


| 


3. 





SAN FRANCISCO, 


WHAT IT MEANS. 

Owing to the increased de- 
mand for advertising space, 
Tue Catt appears in an en- 
larged form, and Will hence- 
forth on Sundays issue a six- 
teen-page paper. Itis newsy 
and replete with information, 
the news of the world pre- 
sented in an entertaining man- 
ner, and as the sixteen pages 
of THe CALL contain as much 


as twenty-two pages of a sheet 


like the Chronicle or Exam- 
iner, it will continue to print 
the most matter on Sundays 
as well as week days. The 
business man of energy and en- 
terprise knows there is money 
in judicious advertising. Vast 
fortunes have been made by 
and are at the command of 
those who understand the art 
Its crowded columns of adver- 
tisements and the strong in- 
dorsements of leading adver- 


tisers testify to the popularity 





COMMANDS 
RECOGNITION. 


THE CALL 
commands 
recognition 
among 
Advertisers, 
because 
they know 
that it is the 

GREAT 
FAMILY 
PAPER. 


AUGUST 17 


, 1890. 


of Tue CAL. as an adver- 


tising medium. No paper 
could show better proof of its 
strength than THe Cacti has 


recently displayed, a proof 
that is reiterated by the ad- 
vertisers themselves and their 
advertisements. Tue Catt 
not only presents the most re- 
liable news, but is recognized 
far and wide as the best me- 
dium for business men to in- 
and increase 


vite patronage 


their trade. 


| 
} 
| 
| 
} 
| 








THE WANTS OF THE 
PEOP 


While its contempo- 
raries are losing ground 
in the number of their 
want ads, THe Car 
is steadily increasing 
its already long lead, 
a fact which proves 
beyond peradventure 
that THe Cac isthe 
people’s choice, the 
only paper on which 
they can rely. It is 
one of the peculiar 
features of journalism 
that however large an 
amount of money may 
be foolishly squaader- 
ed in a newspaper en- 
terprise, the paper of 
the people’s choice 
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voices their wants. 


/f you want to reach the homes of the people in California, 





Beyond a Pos- 
sible Doubt. 


When the CALL 
publishes every day 
more WANT ADS 
than its contempo- 
raries publish 
Sunday, it shows 
beyond a possible 
doubt that 


It is the only 
want medium. 


on 


aaa | 











you cannot afford to do without 


THE SAN FRANCISCO CALL 


NEW YORK OFFICE, 
90 POTTER BUILDING. 


F. K. MISCH, 


Eastern Manager. 
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r., Th em On | ent Set Tines. 


n 

a PHILADELPHIA. 
Presbyterian. . 

bed Lutheran Observer. Ld 

al National Baptist. * 


I ° t a, 
| resbyterian Journal. 
our 1S —_-: Ref’d Church Messenger 
e Eplocepal Recorder. ” 
i Christian Instructor. 
| Christian Statesman. * 
Christian Recorder. 
i Lutheran. 
BALTIMORE. 
@ saltimore Baptist. & 
Episcopal Methodist. 








Are not religious people the class who 
have homes? Are not they the thrifty and 
provident people of your locality? Do not 
their habits of life require that they should 
have the comforts and luxuries of life ? 

ARE NOT THEY THE PEOPLE YOU WANT 
TO SEE YOUR ADVERTISEMENT ? 








These Papers 


Are all Home Journals of 

a the best character. They 

Thee ey sie have the confidence of their 
Tyne, | Rmanth, | Souths readers, gained through 
~ = 780,000 Familie years of usefulness and 
ey lng good work. They can put 
your advertisement every 


week in over 260,000 homes. 


—— 
) Price + 


Advertising 





’ Without Duplication 
° ° 7 of Circulation 
Association, noun 14 2 
. JOURNALS WEEKLIES 
= Every Week 
“= Over 260,000 Copies 


|The Religious Press 


CHESTNUT & TENTH STs., 
= =_ 
Philadelphia, Pa. “S, Religious Press 4f 
~a Association i) 
“= = Phila 
= 
=, 


IAAL LL 


(Mutual Life Building.) 
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[THE YANKEE BLADE. 
ESTABLISHED 18i1. 

POTTER & POTTER, Publishers, 
86 and 92 Federal St , Boston, Mass. 
Issued every Saturday. Subscription price, 
3.00 a year. One year to new subscribers, 

on trial, $1.00. 
ADVERTISING RATES. 

Untit Oct. 1—Advertising will be received at 
the rate of 30 cents per agate line, with usual 
discounts for time and space. 

AFTER OcT. 1—The advertising rate of the Yan- 
KEE BLADE will be 75 cents per agate line, with 
the usual discounts for time and space. 

DISCOUNTS. 
SPACE. 

To be used within 1 year 
500 lines, 10 per cent. 

5 100 “ al 

= a” 2,00 “ 

READING NOTICES, $2.50 per count line ; Reading 
Notices, when accompanying an advertisement 
in same issue, half price. No FREE READING 
NOTICES. SPECIAL PosiTion, 25 per cent. extra. 

All advertisements, tg insure insertion, must be 
in the office of publication twelve days ahead 
of date of paper. 


TIME. 


3 mos., 13 w., 10 pr cent. 
$ 5 ow 


GUARANTEED CIRCULATION, 130,000 copies weekly. 


PHE advertising patronage of publi 
cations with rapidly diminishing circu- 
lation often lives for a long time on the 
glory of former greatness, while pub- 
lications with a growing circulation 
are seldom rated as high as they should 
be. The Yankee Blade, in common 
with all other publications of growing 
circulation, has met with this latter ex- 
perience; but grow it does, and the 
cause of that growth is: 

Ist. We advertise extensively for 
new subscribers, having expended up- 
wards of $30,000 during the past year, 
and over $70,000 during the past three 
years for advertising alone. 

2d. We offer the most remarkable in- 
ducements to new subscribers, far supe- 
rior to those offered by any of our com- 
petitors, and when we get a new subscri- 
ber he remains permanently with us, re- 
newing his subscription year after year. 

3d. We make all our subscribers our 
agents, who, stimulated by the liberal 
terms offered them, compete zealously 
with each other in their endeavors to 
bring in the greatest number of cus- 
tomers. 

The above methods, together with 
four years of careful management and 
a close and unremitting watch over 
our various departments, have built up 
for us a great and lasting newspaper 
property. Advertisers can thus see 
that by patronizing us they are dealing 
with a vigorous and energetic firm. 
In a few years, at the present rate of 
progress, the Yankee Blade will have 
the largest paid-up circulation of -any 
publication in America. 


INK, 


DOWN 


271% 
NEWSPAPER TURNPIKE. 
Would you write your name on the temple of 
fame? 
Use Printers’ Ink ; 
Would you march to the tune of a nation’s 
acclaim ? 
Jse Printers’ Ink. 
Down Se eengas march on without 
stealth, 
With your eye full of hope and your cheek 
flushed with health, 
And you can’t miss the way to the City of 
Wealth 
Use Printers’ Ink. 
And use Printers’ Ink in the YANKEE Bape. 
Use printers’ ink ; 
In a river of dollars in which you can wade 
se printers’ ink. 
In a river of dollars in which you can wade, 
Will your money come back which you put in 
the BLapE; 
Se send us your orders and don't be afraid ! 
Jse printers’ ink, 
- 
lHe Amesbury Vehicle, a journal 
devoted to the trade, is at- 
tracting universal attention by its beau- 
tiful and artistic appearance. It is the 
only periodical of its kind published 
east of New York, but it goes to all 
carriage manufacturers and carriage 
dealers in the United States every 
month. Advertisers wanting to reach 
this class of customers cannot do bet- 
ter than use the columns of the 4 mes- 
bury Vehicle. It is of more than or- 
dinary interest to advertisers, for it 
reaches a class of business men who 
keep it for reference. A copy of the 
Amesbury Vehicle will be sent to any 
one interested. Advertising rates are 
unusually low, and correspondence ad- 
dressed to the Amesbury Publishing 
Amesbury, Mass., will receive 
careful and prompt attention. 


Cart lage 


Co., 


Ir will be noticed that the Yankee 


Blade guarantees a circulation of 
130,000 copies every week, and that, 
too, at the end of what is generally con- 
sidered the dullest season of the year. 
The publishers of the Yankee Blade 
have not been resting on their laurels 
during the past summer. Last spring 
we could look back with a justifiable 
pride at the marvelous growth of the 
Yankee Blade during the preceding year. 
Stimulated by our success, we redoubled 
our efforts, and the results have been 
extremely gratifying. During the past 
summer the smallest number of new sub- 
scribers to the Yankee Blade in one week 
was 765, while the greatest number in 
the same length of time was 2,029. These 
facts are of the deepest significance to 
advertisers. We are still growing rap- 
idly. 
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LOWEST 
PRICES! 

















\ N J E try to conduct the business of our 
Newspaper Advertising Bureau in 


such a manner that every publisher shall be 
glad to receive our orders for advertising, at 
the lowest price which he is willing to accept 
from any one; and at the same time be willing 
to allow our patrons every concession which 
can under any circumstances be permitted 
in the matter. of choice position or editorial 
mention. 
GEO. P. ROWELL & CO., 


10 Spruce St., New York. 
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“KNOWN CIRCULATION” STATEMENT 





OF THE 


SAN FRANCISCO 


DAILY REPORT, 


From January Ist to August 21st, 1890. 





January. Feb’ary.. March. April. May. June. July. August 


40,930 40,640 39,18) 39,280 snines § 39,520 
. eanun { 88,570 39,140 4 40,415 
36,810 § | 88.805 38,875 40,170 29,0700 ocee 
87,440 39,272 38,630 } ciate, S 39,410 oamede $8,540 
38,935 38,910 . 38,680 39,31 39,155 
38,950 38,885 ime § 16 
40,085 45,..90 
40,970 


CDIRMNSE WW 


40,125 


eeeiee . . 88,610 
38,790 39,06 ,6 | 45,710 
44,085 
38,980 
38,840 
39,280 


40,020 


DT ie COO 





cae 


38,570 


38,860 
$8,810 
40,085 
39,025 





38.670 
88,860 § os 
38.690 g 40,020 


973,965 s 1,034,850 1,026,140 1,075,490 1,007,355 
| 


Averaging 40,000 per day. 





On this 24 day of August, 1890, personally appeared before me Charles Winnicott, who 
deposes and says that he is the Superintendent of the Pressrooms of the SAN FRANCISCO 
DAILY REPORT, and that he knows of his own knowledge that the above figures, regard 
ing the number of DAILY REPORTS printed, are absolutely correct. 

In witness whereof, I have hereunto set my hand and affixed my official seal, this 2d 
day of August, 1890. E. L. THARP, Notary Public. 


THE DAILY REPORT is the /ading Evening 
Newspaper, uses TWO lightning perfectin Es oy ay 
8-page presses—on its regular editions EVERY day, 
and has the /argest circulation of any evening news- 
paper on the Pacific Coast. 


A. FRANK RICHARDSON, 


SPECIAL ACENT 
317 Chamber of Commerce, ” 18, 14 & 16 Tribune Building, 


CHICAGO. NEW YORK. 
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Auericat Newspaper Directory 


FOR 


1890. 


Twenty-second Annual Volume, 














Fourteen Hundred and Fifty-two 
Pages. Price, FIVE DOLLARS, 


This work is the source of information on 
Statistics of Newspapers in the United States 
and Canada. 

Advertisers, Advertising Agents, Editors, 
Politicians and the Departments of the Gov 
ernment rely upon its statements as the 
recognized authority. 

It gives a brief description of each place 
in which newspapers are published, stating 
name of county, population of place, etc., ete. 

It gives the names of all Newspapers and 
other Periodicals. 

It gives the Politics, Religion, Class or 
Characteristics. 

It gives the Days of Issue. 

It gives the Editor’s name. 

It gives the Publisher’s name. 

It gives the Size of the Pa 

It gives the Subscription Price. 

It gives the Date of Establishment. 

It gives the Circulation. 

It gives the Names of all Papers in each 
County, and also shows the geographical 
section of the State the County is located in. 

It also contains many valuable Tables and 
Classifications. 

Sent to any address on receipt of price, by 

GEO. P. ROWELL & CC., 
PUBLISHERS, | 
(Newspaper Advertising Bureau), 
to Spruce St., New York. 


EWSPAPER A BOOK 








—OF— 


SING 25° Pages, 


AILY wewererens = NEW YORK 
city, with ety by 
AILY NEWSP. RS “tN CITIES OF 
me than 150,000 population. 

DAILY NEWSP tRS IN CITIES OF 
more than 20,000 population. 

THE BEST LIST OF LOCAL NEWSPAPERS, 
covering every town of at ye population 
and every im ortant county seat 

ONE a. A STATE: the 


EWSPA ro 
best one for an adv 

STATE COMBINATIONS IN Mh mg AD- 
verte fre inserted at pat 

A LIST TO ADVERT Z EVERY | 
atti a o- country: a pny selection, 
— with great care, guided by long experi. | 


re: ARG EST CIRCULATIONS. A COMPLETE 
List of all papers issuing regularly more than 
25,000 copies. 

NINE BARG AINS IN ADVERTISING FOR 
or penne ntors. 

E RGAINS IN ADVERTISING IN DAILY 
Newspapers in many cities and towns; offers 
pooulion ts inducements to some advertisers, 

CLASS JOURNALS, AN EXTENSIVE 
List of the very best. 

6,364 VILLAGE 
NEWSPAPERS— 
more than one half 
of all the American 
Weeklies—in 
advertisements are 
inserted for $48.75 a 
live and appear in 
the whole lot. 

Book sent to any 
address for 

THIRTY CENTS. 
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FOR THOSE 

Advertisers who 

have a credit 

wellestablished as 

to make them safe 

customers, we se- 

cure the most im- 

portant advan- 

tages. We can de- 

vote our energies 

to securing for 

them what is 

wanted and what 

ought to be had; without constantly contem- 

plating a possible loss liable to sweep away, 

not only all commissions earned, but in addi- 

tion, leave us responsible for heavy obliga- 

tions to publishers. We seek the patronag¢ 

of responsible advertisers who will pay when 

the work is done! and of experienced adver- 

tisers who will know when they are ew 

and intelligently served! Address, Gro. P 

Rowett & Co., Newspaper Advertising 
Bureau, ro Spruce St., New York. 


WE TRY 
To Conduct the Business 


OF OUR 


Newspaper 
Advertising Bureau 


in such a manner that every publisher shal! be 
glad to receive our orders for advertising, at 
the lowest price which he is willing to accept 
from any one; and at the same time be willing 
to allow our patrons every concession which 
can under any circumstances be permitted in 
the matter of choice position or editorial 
mention. Geo. P. Roweit & Co., 
10 Spruce St., N. Y. 


Tu E $3 Li ST! 


Bargains in s in Advertising 


Daily Newspapers 


so 





| Many Principal Cities and Towns. 


c 
$3 
and the advertiseme - 
| will be alse inserted gratis in the Weeklies of 


the Dailies, as named in the catalogue. 


or more 


Advertisers may select any 
per inch, 


Dailies from the list at a cost of 
a month, per paper; 


| A one-inch advertisement inserted one 
month in the entire dist focus 287 Dailies 
and 260 Weeklies) costs $750. For three 

months, $2,250, less 10 per cent., a Pc net. 

The combined monthly issue ‘of the Dailies 
is 9,069,800 copies, and of the Weeklies, 
2,159,000 copies. 

Advertisements are forwarded tg day the 
order is received, and prompt insertion is 
guaranteed. 

For any selection of less than 50 of the 
papers approximately low figures will be 
given on application. 


The LIST WILL BE SENT FREE, 
UPON APPLICATION TO 
GEO. P. ROWELL & CO., 
| Mowapaper a Bureau, 
to Spruce Sr., New York. 
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The W. D. WILSON 


Printing Ink Co. 


(Limited), 


140 WILLIAM ST., NEW YORK, 





| issued a new WHOLESALE 
PRICE LIST giving Special Prices 
of PRINTING INKS in quantities. This 








is the first time in the history of the Printing 


Ink Trade that such a One-Price System has 


been adopted. This Price List is intended 


for the Cash Paying Trade. Send for Speci- 





men Book, Price List, and Special Terms for 


Cash Orders. 
———— 


W. D. WILSON PRINTING INK CO. 


Address (LIMITED), 
140 WILLIAM ST., NEW YORK. 


PRINTERS’ INK ts printed with Wilson's 
30 Cent Book Ink. 
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Miscellanies. 


It is odd in the Press to speak of 
the 7imes as the Oyster. The correct qu: ta- 
tion is, ** the World is mine oyster "—/udge. 


A Slur on the ‘“‘ 400."”—‘* Do you 
publish society intelligence in your paper?” 
Editor—No. There’s very little to pub- 
lish.—Puck. 
‘*Who wrote the Psalms?” asked 
the superintendent severely. And then a 
little girl in the infant class vegan to cry: “i 
wasn’t me, sir,’’ she said.—New York Sun. 


And Returns Them.—One of the 
Girls: Do you think your poems are widely 
read? 

The Poet—Yes; nearly every editor in the 
country reads them.—Lz/e. 


A Georgia editor, in asking for a 
free pass, wrote: ** If you cannot renew this 
pass, kindly send me a pair of thick-soled 
shoes, as I have got to leave this place next 
week.” —A tlanta Constitution. 


The Poet’s Wife—Algernon, I wish 
we had a big, fierce dog. 

The Poet—What for, my Zenobia? 

The Poet's Wife—To keep the wolf from 
the door.—Puck. 


The Editor Becomes Funny.— Mag- 
azine Editor: I have just bought a half dozen 
exceedingly strong articles, 

Assistant— What are they ? 

Mavazine Editor—Paper weights.—A meri- 
can Stationer. 


An advertisement appeared a short 
time ago in a provincial paper for a woman 
to ‘* wash, iron and milk one or two cows.”’ 
We can understand the cows wanting milk- 
ing, but why on earth they require washing 
and ironing is beyond our comprehension.— 
Chatter. 

An Appropriate Article.—Office Boy 
to Foreman: The editor said to tell you he 
could not be down any more this week, and 
for you to run in anything appropriate. 

Foreman—He’s been on another spree. Jim 
(to the printer), begin setting on that snake 
article.—Brooklyn Life. 

Intelligent Com positor— That new 
reporter spells ‘‘ victuals” ‘* v-i-t-a-!-s.”” 

eee ma | es; he’s fresh. Mak’er right 
an’ dump’r in here. Want to get to press in 
just three minutes. 

And this is what the public read when the 
paper wasissued: ‘** The verdict of 
the coroner’s jury was ine ai deceased came 
to his death from the effects of a gun-shot 
wound in his victuals,” —Whiteside Herald. 


Kentucky Journalism.— Col. Bludd 
(of Kentucky): I am sorry that I cannot ac- 
cept your invitation, but I have to attend a 
law suit. 

Friend—I did not know that you ever had 
a law suit. What is it about? 

‘The editor of the Blue Grass Bugle 
stated that I was a low down, drunken loafer.”’ 

“And you, of course, have sued him for 
libel ?”” 

“Not atall. He has sued me for assault 
and battery, and the worst of it lies in the 
fact that he has a case against me.’’"—Brook- 
lyn Life. 


Nine out of ten editors are worrying 
themselves over articles about the necessity 
of taking a rest. Let them give their readers 
one, —/udge. 

A_ book ry | appease, with the 
title “‘ Advice to Plain Women.”’ The pub- 
lisher only managed to get rid of one copy, 
and that was stolen.—Z rchange. 

Missed His Calling.—Jimpson 
Barber: You should have been an editor. 

Barber (much pleased)—Why sv? 

Jimpson—You would have made such a 
slashing writer.— Epoch. 

“*Yes,” said the polite clerk, 
keep all kinds of supporters here.’ 

“Ah, you do? Well, give me a literary 
self-supporter, then, to add to my cabinet of 
curiosities.” —Light. 


First Reporter.—Why don’t you say 
‘“* Mr. Depew,” instead of writing ‘* Honor- 
able Chauncey Mitchell Depew,”’ in full ? 

Second Reporter—Evidently you’re green 
in this business. 1’m writing on space. 
Spirit. 

‘*T see,” said a graduate of the 
School of Journalism to a reporter, “ that you 
say the building was gutted by the fire.” 

* Yes, sir. 

- Don’ t you think it would sound better t 

say ‘ entrailed’?”’—Brooklyn Life. 


Scribbler—I am going to make 
trouble for that fellow, Pennibs. Here he has 
published one of my poems over his own 
signature, 

Scrawley—I wouldn’t make any fuss 
man. If he can stand it, you had ought to.— 
America. 

‘* Mr. Foreman,” came the yell from 
the foreign editor's ‘speaking tube, * you'd 
better send out and borrow two or three upper 
cases of body type.’ 

‘Why? Are you going to have any more 
of them ° things for voters to remember,’ in 
caps? 

**No. The President of Peru has announced 
the names of his new cabinet officers.'’—Z ight. 


Young Humorist (to the editor)— 
Have you looked over the comic sketches | 
left with you? 

Editor—I have. 

Young Humorist—They ain’t as good as I 
might do if I hadn’t so many other irons in 
the fire. 

Editor (handing back the manuscript)— 
Here they are, and I advise you—— 

Young Humorist—W hat? 

Editor—Put them with the other irons.— 
Texas Siftings. 

It Was Not Rejected.— Assistant 
Editor: Here is a good joke. 

Editor —What is it? 

Assistant Editor—A fellow whose letter I 
have just opened has inclosed a postage stamp 
and a note saying: “If the inclosed is not 
available at your usual rate, kindly return it.”’ 
He evidently forgot to put his manuscript into 
the envelope. 

Editor—But the postage stamp is there ail 
right, isn’t it? 

Assistant Editor—Yes. 

Editor—Well, send him a postal card telling 
him it is accepted with our best thanks. We 
will then be two cents ahead at the least.— 
Grip. 
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